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Abstract
The scientific goal of this article is the building of the assumptions of the theoretical model of the tourist destination image 
development through strengthening the engagement of social media users. The content management influencing users’ cognitive, 
behavioural and emotional activities, was used as a key factor of the study.
The main research method used was the comparative analysis of scientific literature. In order to determine the user's preferences 
relating to the nature of the social media content, the diagnostic survey method was used. The heuristic method was used to 
develop causal relationships and structures associated with these scientific questions in the proposed assumptions of the future 
model.
The results of the studies suggest that behavioural stimulation and creation of user behavioural activities of social media users 
can potentially be used for effective image building of the destinations. Particularly interesting in this regard seems to be the 
possible to use of photographs relating to the destination.
© 2015 The Authors. Published by Elsevier Ltd.
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Introduction
Initiating and stimulating SNS (Social Networking Sites) users behaviours would have the direct impact on 
creating of the destination image. In the scientific literature few studies concerning the topic of SNS content 
management are appearing in the context of strengthening users engagement for the purposes of building the image 
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of the region. The essence of the work was therefore to develop theoretical cause-effect relationships in the system: 
XVHUEHKDYLRXUVĺFUHDWLRQRIWKH destination image, while maintaining the broad context of the themes of content 
items shared in the SM and their management. Having regard the statements quoted above it is possible to build the 
research question: is the strengthening of the engagement of social media users through innovative content 
management could be the contribution to the creation of positive image of tourist destinations in social media? 
Individual components of the proposed assumptions of the theoretical model were developed on the basis of: a.
the concept of the image of destination by Baloglu and McCleary (1999); b. the AIDAT model of the behaviour of 
social media users (Charlesworth, 2012), and the typology of consumers' online corporate-related activities 
(Muntinga et al., 2011); c. the behaviour-aware user response modelling in social media (Chen et al., 2015). 
The main research method used was the comparative analysis of scientific literature. In order to determine the 
user's preferences relating to the nature of the content provided by the users, the diagnostic survey method was used. 
The heuristic method was used to develop causal relationships in the proposed assumptions of the model.
1. Literature overview
Facebook is an internet-based social networking site (SNS) that allows people to connect with others in their 
circle for the purpose of social exchange (Aladwani, 2014). Using this and other SNS by economic operators 
(Pereira et al., 2014), the administration bodies at different levels (Hofmann et al. 2013), NGOs (Carim & Warwick, 
2013) etc., increases the opportunities of the dissemination of information, the impact on users and creates a 
platform for engaging them in the initiatives undertaken by these bodies (Panagiotopoulos et al., 2015). Photographs 
presented on the SNS are among the significant factors engaging social media users in cognitive, affective, and 
behavioral activities. Lo et al. (2011) indicate that 89% of tourists document their travels, and more than 41% of 
them share their photos on social networking sites. Sabbate et al. (2014) ascertained the presence of positive 
correlation between posted images and the number of comments and the lack of such a relationship between videos 
and comments. Kim and Stepchenkova (2015) present a significant effect of the photos posted by visitors on the 
perception of destinations by other users of SNS and the declaration of the intention of departure. A major theme of 
these studies is basing them on the impact of the so-called latent content - elements embedded in the photo aside 
from the main plan (known as manifest content) on the affective and behavioral activity of the users. The diversity of 
the activity of SNS users and their high level form the basis of commitment. According to Hollebeek (2010), 
engagement, in strictly tourist terms, can be viewed from the perspective of the mutual interaction taking place 
between tourists and other objects, such as tourist attractions, reception areas, brand names, trademarks, etc. The role 
of the engagement in the development of the brand has been analysed by Kuvykaite and Piligrimiene (2014). The 
influence of commitment on brand loyalty has been analysed by Banyte and Dovaliene (2014). From the perspective 
of SNS the commitment is evidenced by numerous cognitive, affective and behavioral activities (Khobzi &
Teimourpour, 2015).
The description of the activity of SNS Members uses, among others, AIDAT models (Charlesworth, 2012) and 
consumers' online corporate-related activities - COBRA (Muntinga et al, 2011). The AIDA model refers to the 
creation of a hierarchical relationship between cognitive (A - from ATTENTION - the role of the media is to 
stimulate the consumers' attention), affective (I - INTEREST - media content shows you the potential benefits of 
their consumption, and D - Desire - where the awareness of potential benefits from the consumption of information / 
resource stimulates activity) and behavioral (A - ACTION - where the user is ready to act; and T - TELL - where the 
user should be encouraged to spread the message) activities of the users. In turn, Muntinga et al. (2011) present the 
typology of the activity of SNS users based on the level of consumption of  the shared pieces of content without 
distinction of the affective stage, indicating: the lowest level of content consumption (e.g., viewing pictures and 
reading product/service descriptions, reviews); a moderate level of contributions to page content (e.g., rating 
products/services/companies, commenting on posted pictures or photos); the highest level of contribution, which 
refers to creating and sharing user-generated content (UGC).
This paper attempts a theoretical analysis of the issue of the impact of the photographs available in the SNS (with 
particular emphasis on the interesting so-called main content as well as latent content) on the creation of the image 
of the area and with respect to certain aspects of content management. Assumptions have been made about the 
dominant role of the SNS  as sources of information about tourist destinations (Kim et al., 2014) and the undeniable 
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influence of sources of information, in this case the photographs posted on the SNS, to create the image of a tourist 
destination (Baloglu & McCleary, 1999; Glinska 2011).
7KHUHODWLRQEHWZHHQGHVWLQDWLRQLPDJHDQGVRFLDOPHGLDFDQKHOSWRFUHDWHLQQRYDWLRQV WKDW6]\PDĔVND
describes as a user-driven innovations (UDI) in which users could be co-creators of new products and services.
2. Methods
Individual components of the proposed theoretical model were developed on the basis of: a. the concept of the 
image of destination by Baloglu and McCleary (1999); b. the AIDAT model of the behavior of social media users 
(Charlesworth, 2012) and the typology of consumers' online corporate-related activities (Muntinga et al., 2011); c. 
the behavior-aware user response modelling in social media (Chen et al., 2015). 
In order to determine the types of pieces of content, the use of which may imply the creation of behaviors related 
to engagement the diagnostic survey method was used. These examinations involved the participation of 70 virtual 
communities centered around the theme of tourism and functioning on the Facebook social network. The selection 
of user groups was made with the use of a search engine integrated into the service. Three separate searches were 
executed with the use of the following keywords: "tourism", "journey", "holiday". Among the results, 43, 17 and 10 
respectively of the feedback results were selected for further analysis. The basic criterion for the classification was 
the close relationship of the obtained link to a page with tourism, and defining the group associated with it as a 
community. After analyzing the content of the profiles of the selected tourist communities, they were classified on 
the basis of a proprietary classification system, according to the subject areas they represent. The occurrence of six 
major categories was determined: "travel reports" - 23 groups (1271367 members), "tourist entities" - 17 groups 
(836 250 members), "guidebooks and tourist guides" - 17 groups (210 595 members), "tourist events" - 10 groups 
(16 434 members), "tourist information" - 4 groups (3 062 members), and "other" - 2 groups (17 725 members). Due 
to the pilot nature of the research, the analysis involved members of the groups thematically related to the category 
of "travel reports". The questionnaire was sent electronically to the members of the communities (e.g., people being 
active users of tourist SNS and commenting on the presented content), as well as was published on profiles of the 
identified virtual tourist communities.
The number of feedback forms received, in respect of the defined subject areas, was 116 (response rate < 0,001).
3. Results 
User behavior defined by the components of  the AIDAT model (Charlesworth, 2012) was compared with the 
COBRA behaviour model, where the the levels of content consumption: low, moderate and high are described as 
subsequent levels of consumption of pieces of content (Munting, 2011). Based on a critical analysis of the literature, 
it was found that both models are semantically similar. In both cases, cognitive activities associated with the 
observation of the elements of content imply affective elements, thereby building an emotional connection with the 
content. This in turn triggers the users' behavioral activities.
At the same time, the theoretical models of the impact of SNS content elements on the users, presented above, 
were referred to the scientific theory regarding engagement. In this case the base of the considerations was customer 
behavioral manifestation, where the crucial type of data is the behavioral customer engagement data represented by 
different user activities. The variables relating to the behavioral activities associated with the engagement of the 
users are mainly the word of mouth, customer to customer interactions; recommendations; online reviews; blogging; 
etc. (Chen, 2015). These are largely the same as the high level of content consumption (model COBRA) and 
parameter Tell (model AIDAT).
In the next stage of the study the opinions of the members of virtual tourist communities, related to their activities 
and involvement in tourism initiatives in SNS have been examined. The results of the conducted pilot survey 
suggested that the users of modern SNS presenting topics connected with tourism tend to publish and share 
photographs the most. Firstly, these materials involve copyright photographs (17%). Next, it is the content produced 
with the use of smartphones (14%), or images from other sources in the Internet (14%). Simultaneously, respondents
share information from other sources (13%), sound files from other sources (11%), original writings, or extensions 
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of the available articles (10%), own video (7%), reports of current tourist events (7%), educational content (3%), 
video from other sources (3%), and own sound files (1%).
At the same time, the analyzed respondents agreeably indicated the leading role of the administrator of the 
content on the profiles in building user engagement. This role involves testing and the selection of the shared 
content. Such an opinion appeared in 57% of the responses. In turn, 43% of the respondents said that the content 
elements should be added primarily by the users. The role of the administrator in this case would only be to 
stimulate the activity of users. This stimulation, e.g., could be associated with the selection of the elements of the 
content to share in order to stimulate comments.
The results of the conducted pilot studies also show that 31% of the surveyed users of tourist SNS makes taking 
part in discussions conditional on the topic of the post, i.e., only an intriguing subject is able to induce them to leave 
comments or undertake other activities. In turn, fourteen percent of respondents participate in discussions only if 
there is a need to rectify controversial, incomplete or incorrect information. On the other hand, seventeen percent 
actively participate in all discussions.  In view of the above it can be concluded that in each of the groups presented 
above, covering 77% of the respondents, there is a strong influence of the published content on the cognitive, 
affective and behavioral aspect of their activities within the SNS. The remaining 23% of the respondents do not 
participate in the discussion but observe it (15%) or do not pay attention to the discussion and its course (8%). With 
this in mind, the role of the administrator would primarily involve the selection of topics and character of the pieces 
of content along with creating and stimulating activities of the members of the community. 
The presented results also indicate that the stimulation of the affective and behavioral actions of users could 
occur through sharing content similar to the thematic trends popular at a given time among the members of the 
community gathered around a specific destination. From this perspective, an important issue would be the 
examination of the impact of the content of the main photograph (manifest content) and hidden content (latent 
content) - elements embedded in the photo outside the main plan that would encourage users to express their own 
judgments, opinions, impressions, corrections, etc., in the form of the previously mentioned engagement behavioral
data (subsequent sharing, WOM, online reviews, blog posts etc.). This would constitute a contribution to the 
increase in the level of the dissemination of information on destinations among users, and thus creating the image of 
destinations in SNS. The key in this case would be the increase of the level of recognition of destinations based on 
the differentiators of the image - consciously selected and highlighted (by a person managing the content) in the 
distributed content and increase of the recognition of brands, products, and services, as well as tourism entities 
related to that area.
The graphical representation of the above considerations has been presented in the form of a simplified model of 
content management for creating the image of the destination through strengthening off user engagement (Fig. 1).
Fig. 1. Guidelines for the model of management of the selected elements of the content in the creation of the image of a reception area by SNS
Source: own study.
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in this regard seems to be the possible to use of photographs relating to the destination. The question concerning the 
possible impact of the so-called latent content, containing intriguing, funny or controversial content on the level of 
behavioural activity of the users is gaining in significance. This content corresponding to the promoted area, in 
conjunction with the recommended activities of the community profile administrator, as defined in the assumptions 
of the model, can constitute a contribution to the increase in the level of dissemination of information concerning the 
destinations. Therefore, it seems important to formulate the following research questions for further work. Firstly, is 
it possible for a part of the so-called latent content of the photographs - in the light of the results of the survey - to 
constitute a factor activating users to undertake behavioural activities related to the creation of not only comments,
but also reviews of destinations, interact with other users, or produce posts on blogs? Not without significance is 
also the issue of the creation of a recommendation system for managing the shared content within a webpage. 
Secondly, what subject matter of the elements of the latent content of the photographs (e.g. the elements referring to 
the local cultural tradition, logos of tourism products and services, local brands, elements of traditional cuisine, 
people, unusual situations) would encourage the users to undertake the behavioural activities described above? 
Thirdly, does the thusly induced increased activity of social media users really contribute to the increase of the level 
of recognition of the reception area as compared to the competition?
The proposed assumptions (in the form of research questions outlined above) for theoretical model can serve as a 
basis for the researches for efficient creation and management of the image of a tourist destination. The future model 
can also provide an important theoretical basis for the management of the image of a destination in the social media, 
as well as building and managing virtual communities engaged in the brand of a destination. Therefore, the 
assumptions of the model will have a practical application in the decision-making processes of diverse entities 
associated with the creation and management of tourism in the regions.
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